Abstract
Introduction
In mainland China, the e-commerce has been developing rapidly, and has great potential for further development. It has been reported that the number of Chinese internet users had reached 618 million and an internet penetration rate was 45.5% at the end of 2013 [1] . China e-commerce market pegged at $295 billion in 2013 and it is projected to be $713 billion in 2017 [2, 88] . Moreover, in China e-commerce gross merchandise value (GMV) of SME B2B had made up 51.7%, followed by corporation B2B 26.2%, online shopping 18.6%, online travel 2.3% and O2O at 1.2% during 2013 [3] .
Goodman report [4] indicated that the online customers' population is growing worldwide at a remarkable rate, i.e. 15-20% per annum. However, this growth rate is highly exponential in mainland China and at 75% a year. There are 150 million internet users in China who is spending around US$ 150-250 per annum. The online retailing market worth is going to be US$ 305 billion in 2015.
E-tailing is becoming popular in China. The electronic platforms of Dangdang.com (B2C), Taobao market place (C2C), Tmall.com (B2C), JD.com (B2C) and Amazon.cn (B2C) are the famous e-tailors in China. Moreover, a survey stated that only 3.5% online customers are completely satisfied with the online shopping process in China [5] . It is also observed that in the China online shopping dramatically increases in recent years, but 
The Importance of Loyalty in Online Retailing
The customer loyalty has become an important issue for organizations due to tremendous products, services and solutions, existence on a single click away for consumers in the market space.
E-Loyalty refers as customers' favorables attitude and commitment towards online business and implore in repeat purchase behavior [11] . E-loyalty is important because eloyal customers purchase more as compared to the newly acquired customers, in this manner their serving operating cost is low [12] .
The loyalty plays an important role in online retailing. Previously, researchers have been highlighted its importance in e-tailing [10, 13] . It is confirmed that customer loyalty has significant impact on the firm's performance and most of the companies consider the loyalty as an attractive and powerful source of competitive advantage [11, 14, 15] . Loyalty has much contribution in increasing the revenue, decreasing customer acquisition costs, reduction in repeat purchaser's cost of serving and enhancing firm profitability [16, 17] .
Particularly, it has prominent value in the online environment [18] . According to a rule of thumb, customer acquisition cost is five times greater than customer retention [19] . Loyal customers are willing to pay more premiums [16] and contributed to acquiring new customers through positive referrals, which are consequences to increased revenue [20] . Hence, it is investigated that the cost of developing online loyalty is larger relative to the traditional brick and mortar retailers. Similarly, it accelerates the faster rate of profit growth as relationship which has been developed with customers [21] . E-commerce has created importance of developing a base of loyal customer to online retailers. E-loyalty is useful to create a stable customer base for firms' products and services [22] . Initially online retailers concentrated on generation of large enough customer base, and consequently put in intensive efforts to accomplish profitability based on each loyal customer's lifetime revenue potential [23] .
Online Retailing Quality Dimensions

System Quality
Ahn et al. [24] refers that system quality describe the measure of Web sites as an information processing system and taps the engineering oriented performance characteristics, i.e. operational efficiency and appearance. Moreover, traditional information system (IS) used various measurements in this area, like system flexibility, responsiveness, reliability and system availability [25, 26] . Many of the researchers discussed about some other important aspects of system quality such as design [27, 28] , technical adequacy and appearance [29, 30, 31] , security, privacy [28, 30, 31] , download delay [32, 33] , navigation [30, 31, 32] and hypermedia presentation [33] . System quality has some valuable characteristics such as website design, ease of use, reliability and convenience access [34, 35] . Moreover, it anticipates the needs of customers which have been identified during system analysis and development phase. Sytem quality is the critical factor for customer satisfaction in the context of online shopping. It is proved that high system quality provides customers more convenience, faster response and privacy [30] . These sorts of system characteristics and capabilities have more influence on perceived ease of use and useful in e-tailers websites [36, 37] .
The system design quality is an important factor which influence on online customers [38] , Anderson and Bezuidenhoudt [39] pointed out that system reliability has a key role in the success of e-commerce. It is found that system quality play an important role and effects on customer satisfaction with internet shopping [40] . Bharati and Chaudhury [34] argued that system quality is positively and directly correlated with the customer's esatisfaction, as increase in system quality of online retailer has enhanced customer's decision making satisfaction. Lin [41] found that system quality is the main determinant of customer satisfaction in internet shopping. On the basis of aforementioned we propose subsequent hypothesis.
H1. There is a positive relationship between system quality and e-satisfaction in young generation customers of Chinese e-tailing.
Service Quality
Service quality refers as availability of communication mechanisms for accepting consumer complaints and their timely resolution with responsiveness, assurance and follow up services [30, 31, 42] . Moreover, it is the customer evaluations and judgments about the quality of online service delivery [43] and Zeithaml et al. [44] describe e-service quality as the extent to which a website facilitates efficient and effective shopping, purchasing and product delivery. In addition, Bhattacherjee [42] suggested to provide the assistance to consumers for joint problem solving and demonstrating the way of using the complementary products.
In fact, in online shopping there is no any face to face communication between customers and retailers. Thus to create the interaction between customers and retailers, it is necessary for online retailers provide mechanisms of online services in finding, ordering and delivering products to online customers [24] . The service quality depends upon some important and fundamental characteristics such as reliability, responsiveness, tangibles, empathy and assurance [31, 45] . While service quality characteristics are the paramount for the success or failure of the e-commerce [46] .
Cronin and Taylor [47] argued that service quality is the determinant of customer satisfaction, thus customer satisfaction has a strong influence on purchasing intentions. Anderson et al. [48] found that service quality has positive impact on customer satisfaction and consequently on firm's profitability. Rust and Zahorik [49] examined that service quality improvement leads to significant improvement in perceived quality which turns in an increase in customer satisfaction. Service quality is the critical factor for the success of a website and it is the antecedent of customer satisfaction in online shopping [41] . Service quality has a significant relationship to customer satisfaction [50] . Therefore, we propose a subsequent hypothesis on the basis of prior studies.
H2. There is a positive relationship between service quality and e-satisfaction in young generation customers of Chinese e-tailing.
Information Quality
Information type, variety and detail are the basic requirements of the customers in online shopping decision; these fundamental requirements are usually designed during the web development phase [30] .
In the online retailing scenario information comprises of reports and user presentations [24] . The most common characteristics of information quality are currency, accuracy, completeness, understandability and timeliness [36, 51] . Most specified is information quality which is helpful for online customers to make an alternative comparison, better choice selection and overall online shopping decision making. Moreover, researchers also stressed the importance of certain information quality measures such as content and content quality in the context of online shopping [32, 45,] . Actually, characteristics of these measures enhance the intrinsic and extrinsic belief of e-customers towards online shopping [52, 53] .
It is indicated that online customers sufficiently deliver their personal information to online retailers [54, 55] . It is proved that information quality plays an important role in customer satisfaction with internet shopping [40, 56] . Bharati and Chaudhury [34] argued that information quality is positively and directly correlated with the customer's esatisfaction. Lin [41] argued that information quality is the most important factor in the context of e-satisfaction of online customers. Therefore, we propose subsequent hypotheses.
H3. There is a positive relationship between information quality and e-satisfaction in young generation customers of Chinese e-tailing.
H4: There is a positive relationship between Information quality and service quality in young generation customers of Chinese e-tailing.
H5: There is a positive relationship between Information quality and system quality in young generation customers of Chinese e-tailing.
The Relationship between e-satisfaction and e-loyalty
Oliver [22] defined satisfaction as "the summary, psychological state resulting when the emotion surrounding disconfirmed expectations is coupled with a consumer's prior feelings about the consumer experience". Anderson and Srinivasan [57] examined the impact of customer satisfaction on loyalty in the context of e-commerce and defined esatisfaction "as the contentment of the customer with respect to his or her prior purchasing experience with a given electronic commerce firm". Customer satisfaction is an important, and plays a central role in the context of online shopping relationship programs of the firms [58] .
Substantially, satisfied customers have more intentions to consume higher services [59] , possess more repurchase intentions, and are enthusiastic to recommend the products or services to their acquaintances as compared to those who are not satisfied [60] . However, dissatisfied customer can switch to another retailer, intend to search alternative information and show more resistance to building a close relationship with the retailer [60] . The characteristics of e-tailer satisfaction is the site designing, convenience, and financial security [61] , while traditional retailer satisfaction as separated from production satisfaction, it includes satisfaction with individual sales people [61] and store image [62] . Berry [63] argued that an organization's success is dependent on its potential and ability to retain customers especially in a highly competitive market. It is strongly suggested that esatisfaction be the most influential predictor of e-loyalty [64] . E-satisfaction has been found as antecedent of e-loyalty [44, 65] and intention to recommend [66] .
Many of the researchers [67, 68] studied the positive significant relationship between esatisfaction and e-loyalty. To verify the relationship between e-satisfaction and e-loyalty, we propose a subsequent hypothesis in the context of the student's segment of e-tailing in China.
H6: There is a positive relationship between e-satisfaction and e-loyalty in young generation customers of Chinese e-tailing.
Research Methodology
Questionnaire Design
We investigated the literature to identify the valid measures for related constructs and adapted existing scales for the measurement of e-tail online quality dimensions, i.e. system, information and service quality [24] , e-satisfaction [7, 69] and e-loyalty [11, 60] . Since the drawn scales from the literature were in English, therefore initial questionnaire was developed in English. In order to achieve the appropriate measurements; The English version questionnaire translated into Chinese by two Chinese, Master and the Ph. D students. Then, the Chinese version questionnaire was translated back into English by another two Chinese, Master and the Ph. D students. The translated English version compared to the original English version for rectifications and to remove discrepancies. The purpose of this common practice of consulting bilingual domain experts is to ensure the meanings consistency, improve understanding of the survey and proper use of terminology in Chinese. In the questionnaire all the indicators were measured using a 7-Point-Likert scale ranging from strongly disagree to strongly agree (1=strongly disagree; 7=strongly agree).
Sampling and Data Collection
According to Fung Business Intelligence Center, the Chinese online customers are young people and over 60% were aged 30 or below. The middle aged consumers are seen starting to shop online. Particularly, this group of consumers usually has greater purchasing potential and is willing to pay for high price products via online. It is the noticeable fact that in 2012 just 19.5% consumers had been aged over 40 years [70] . Hence, university students are likely to be the first consumer segment to adopt ecommerce because of their higher education level and income potential [71] . In addition, while collecting data from university students provides homogeneous background which decreased the bias causing sample equivalence in terms of educational experience, organizational position, cultural difference, etc. [72] . Moreover, university students are skilful in operating computers [73] . Therefore, data for this study was collected from university students of China.
We used a random sampling technique and data was collected from convenient locations of universities like libraries, research labs, campus canteens and mini markets. The survey provides the respondents an incentive for completing and returning questionnaires. Therefore, five hundred fifty questionnaires were distributed initially, a total of 480 questionnaires was returned. Out of the 480 collected, 65 questionnaires were either incomplete or answers were found to be unreliable. Subsequent data analyses were conducted on the 415 usable questionnaires. The response rate was 75.45%. The profile of the useable respondents and their characteristics are listed in Table 1 . 
Construct Development
We used Kaiser-Meyer-Olkin (KMO) to measure sampling adequacy and the Bartlett test of sphericity. The output shows KMO value of 0.952 with the significance of Bartlett's test at 0.000 level, and also indicates the data for exploratory factor analysis (EFA) fitting. We used maximum likelihood analysis for data reduction and promax rotation with Kaiser Normalizations for clarifying the factors. Hence EFA was conducted by specifying five numbers of factors. The cumulative variance explanation reaches 69.09%. All the items have loadings >0.30 on the construct in the pattern matrix. Hair et al. [74] supported this value. The results of EFA are shown in Table 2 . The internal consistency reliability of all items was examined by Cronbach alpha, and item to total correlations. Therefore, the alpha coefficients, and item to total correlations for each construct are shown in Table 3 . The Cronbach's alpha of all measurement constructs ranges from 0.880 to 0.949. Normally the minimum value of Cronbach's alpha is 0.7 has considered as a cut off for reliability [75, 76] .
Convergent validity of measures has been examined based on items standardized factor loadings, composite reliability, and the average variance extracted. The results of the convergent validity tests are also presented in Table 3 . Standardized factor loadings of all items in each construct a range for information quality (0.844-0.929), system quality (0.669-0.824), service quality (0.820-0.899), e-satisfaction (0.847-0.871) and e-loyalty (0.682-0.835), these values show the better agreement because the minimum recommended level is 0.60 [74] . The composite reliabilities (CR) range from 0.949 (information quality) to 0.873 (e-loyalty), however their minimum recommended level is 0.70. The average variance extracted (AVE) measures range from 0.550 (system quality) to 0.790 (information quality) and their minimum recommended threshold level is 0.5 [74] . So we measured the value of AVE, CR and factor loadings are in the range of convergent validity of the measurement items. Table 4 . The path between system quality and e-satisfaction (β=0.27), service quality and e-satisfaction (β=0.34), information quality and e-satisfaction (β=0.31), esatisfaction and e-loyalty (β=0.55), are found significant and support H1, H2, H3, and H6 respectively. This study also investigates the influence of information quality in the context of system quality (β=0.56) and service quality (β=0.76) is also found positive significant and support H4, H5 respectively. In this way information quality has a direct positive significant influence on e-satisfaction and impact indirectly via system and service quality. This evidence shows that e-tailers should design effective mechanism of information management to improve the website contents, service structure, process innovations and integration to develop sustainable relationship with customers.
This study verified that e-satisfaction is a direct antecedent of e-loyalty in the context of a young generation of Chinese e-tailing. The results are consistent with the previous literature, which prove that higher level of customer satisfaction will lead to greater customer loyalty [77, 78] . The standardized parameter estimates of hypothesized paths are presented in Table 5 and structural equation modelling of framework depicted in Fig.2 . The relationship between e-loyalty and e-satisfaction H6 E-satisfaction → e-loyalty 0.55 (8.6) Supported
Figure 2. Results of the Structural Equation Model
Reichheld et al. [21] demonstrated that e-loyalty brings high rate of customer retention and reduced cost of customer acquisition, which leads to long term profitability to the etailer. The purpose of this study is to test a proposed integrative model of e-tail online quality dimensions, which effect on e-satisfaction and e-loyalty. The results indicate that e-satisfaction has a significant influence on e-loyalty. The results suggest that three online e-tail quality dimensions have different significant effects on e-satisfaction. Particularly system quality is the strongest predictor of e-satisfaction. In online retailing context, consumers prefer e-tailer website is designed according to their nature of desired products. In fact, consumers are very cautious to save their time in searching products from the website. Thus, ultimately they like such kind of websites having easy and quick navigation ability to search information along with the capacity of fast response about transaction processing. Particularly positive evaluation on the retailer's website design increases the consumer level of e-satisfaction. It is suggested that well designed and functional user interface system lead to a higher level of e-satisfaction. All dimensions of information quality (accurate, complete, reliable and timeliness information) contribute to influence on e-satisfaction significantly. Moreover the information quality also improves the system quality and service quality of e-tailing positively. Specifically, information quality has direct influence on e-satisfaction and indirectly it impacts via system quality and service quality. The characteristic of service quality like responsiveness, reliability, empathy, confidence and follow up services by e-tailers have a positive significant effect on esatisfaction.
Discussion and Implications
We explore the impact of online quality dimensions for a segment of students' e-tailing on e-satisfaction and loyalty. We used online quality dimensions as antecedents of esatisfaction which differentiates our study from previous research. Furthermore, this study highlights that three online quality dimensions examined directly contribute to the prediction of e-satisfaction, and indirectly to e-loyalty. System quality is a significant antecedent of e-satisfaction, this indicates that e-tailer website system oriented elements, such as website design, navigation, response time, security, access and functionality are the primary factors in measuring online customer perceptions of website performance. The website design and its easy access are important features of system quality that affects online customer satisfaction. Our results are consistent with the previous research by Lin [41] , where website design is the fundamental determinants of customer satisfaction and also online presence increases e-satisfaction. Moreover, the online transaction security is the main features that affect e-satisfaction. Our results supports to the findings of Vijayasarathy [55] which identified transaction security has significant influence on the customer's attitude toward online shopping [55] .
Furthermore, the case study about e-tailer system quality is demonstrated by Amazon in Wall Street, this case, providing the best customer web experience from the consumer's perspective.
Customer satisfaction scores are calculated based on price, merchandise and e-tailers online characteristics such as web contents and functionality. Amazon is the winner with satisfaction score, thus Amazon is a perfect example and is setting a new benchmarking for an excellent online customer experience [79] .
Consistent with the hypotheses, e-tailers information quality elements can lead the customers to gain more e-satisfaction. The high information quality suited to customer's need and to reduce costs of information searching and processing. Similarly, information quality is associated with the system and service quality of e-tailers. This statement implies that e-tailers should provide accurate, current, useful, and complete information on their websites to satisfy the customer's needs. Services quality of e-tailers is the strongest determinant of customer's satisfaction. This is consistent with the result in Kim et al. [7] , who found that reliability is the strongest predictor of e-satisfaction.
However, the results of this study show that e-satisfaction is positively related to eloyalty, and are consistent with the previous research [57, 80] . Lin and Sun [81] found that technology acceptance factor and website service quality impact e-loyalty. Substantially, researchers agreed that e-satisfaction is the primary predictor of e-loyalty [64, 82] , but the strength of the relationship varies between satisfaction and loyalty [57] . Previously, Balabanis et al. [83] have examined e-satisfaction and e-loyalty in the context of standardized functional products (i.e. books and CDs), whereas, Christodoulides and Michaelidou [80] have investigated their relationship in the hedonic product categories like fashion accessories.
Usually there is no any face to face interaction between customers and e-tailers, to overcome this deficiency it is necessary for the e-tailers to assure their delivered products according to the expectation of the customers. Mc Knight et al. [84] suggested to improve the service quality of e-tailing according to customer's needs. E-tailers should strengthen consumer's beliefs such as competence and integrity, and to overcome the negative perceptions regarding uncertainty. Customers' superior perceptions of the services and convenience offered by retailers can improve the satisfaction [85] . Ou et al. [86] indicated that there has a positive relationship exists between service quality, relationship quality and loyalty.
Lin [41] demonstrated that responsiveness has a little positive effect on e-satisfaction. Subsequently, the Ali Baba case is the best example; as Kinnov (boutique software and web development firm in Asia Pacific) has developed a freshly designed customer loyalty website for Ali Baba. The site is built to maintain interaction with customers consistent with the Ali Baba brand [87] .
This implies that e-tailers should improve their online quality dimensions consistently to induce e-satisfaction and e-loyalty. This study provides empirical evidence that system quality, service quality and information quality can influence e-loyalty through online customers' satisfaction. Online retailing managers should pay close attention to the development and changes in the online customer loyalty. Online customer loyalty should develop if the formation of e-tail quality dimensions, e-satisfaction is appropriately managed. Thus, e-tailing management attention might more fruitfully focus on the development of e-tailing quality dimensions. The e-tailer should focus on all quality dimensions simultaneously. System quality and information quality dimensions are easy to imitate. But the service quality is difficult to imitate, therefore e-tailers put more concentration to develop this dimension to accomplish competitive advantage. Moreover, this study encourages e-tailers to include measures of system quality, service quality and information quality, satisfaction and online customer loyalty into their present measurements of e-tailing. The e-tailing evaluation strategies should incorporate the direct and indirect effects of e-tailing quality dimensions, on e-satisfaction and loyalty.
In summary, it is important for e-tailers to realize the interrelationship among etail online quality dimensions, e-satisfaction and online customer loyalty. The online customers interact with e-tailers. They perceive that, they are interacting through a technical interface with the firm, and then they do not only evaluate e-tailers website performance but also considers their information quality and service quality of online retailing. Therefore, our results can help e-tailers who realize the role of e-tail online quality dimensions in building e-satisfaction and e-loyalty.
This study has managerial implications and suggestions. E-satisfaction is crucial for eloyalty, already known from previous research [57, 80] . Empirical evidence on how it can be built into the online shopping environment, however, loyalty has been largely an open phenomenon. This study sheds light on this issue that online quality dimensions as antecedents of e-satisfaction which play a central role in online shopping as well as that are under the control of e-tailers. Since system, information and service quality have both direct effects on e-satisfaction and indirect effect on e-loyalty. At first, in online shopping there is no any face to face contact, e-tailers design websites based on customers need. System quality can be achieved through improving e-tailer website design, an easy navigation of information, response time, security, availability and web functionality.
Second, e-tailers have to provide adequate and accurate information of online transactions to customers by using tactics such as search engine, information agent and information customization software to avoid information overload. Information quality can be achieved, to provide complete, accurate, timely and reliable information by e-tailers to their customers on websites.
Third, e-tailers need to adopt a customer oriented strategy and establish service oriented mechanism for transaction processes and provide effective resolution of customer related issues. Online service quality can be accomplished through e-tailer website design which anticipates and responds the users' requests promptly.
An e-tailer website would be able to stimulate consumers' confidence and to provide follow up services with desirable competency. Therefore, e-tailing online quality dimensions are building blocks of e-satisfaction, which turn to e-loyalty. Moreover, online companies should enhance e-tailing online quality dimensions and evaluate ongoing attempts by using the concept of e-satisfaction in the pursuit of customer e-loyalty. E-tail online quality dimensions find the positive influence e-satisfaction.
This shows that the online companies should be more considerate of the role of these dimensions to improve the consumer experience and facilitate them by making online shopping more efficient and easier. Despite the fact that the information quality was found to be an important antecedent of e-satisfaction, and significant relationship between system and service quality demonstrates to directly increase e-satisfaction and indirectly eloyalty. Our study provides guideline to managers regarding how to invest time and other resources in the context of e-tailing competitive area.
Our results play a vital role for such firms that are using e-commerce applications in China. These results are helpful for Chinese firms' managers that how to improve the key areas of e-tailing applications, e-satisfaction and e-loyalty. Managers of e-tailing websites can also improve online quality dimensions by establishing and sustaining a good reputation. The practitioners can use our results as guidelines in website development, daily operation and customer services and support in online retailing.
Conclusions and Future Research Directions
This study has greater comprehensiveness and richness of the online retailing literature and enhances our understanding of the impact of e-tail quality dimensions on e-loyalty. This study extends the e-tailing literature by indicating the online quality dimension practices in China.
It is clear that online business competition is diverse, and it has created a lot of opportunities for consumers to buy the right products from the market space. Substantially, it is imperative that internet endeavors would be executed very carefully with the ultimate goal of building customer relationship. As marketing on the internet is quite new and very challenging to attract and retain customers. Therefore, in this study, we demonstrated a framework for building loyalty based on e-tail online dimensions in the context of ecommerce. We found integrative constructs as determinants to customer's satisfaction: system, service and information quality. Thus, firms can address these three dimensions via website design, process integration, and content management. Therefore, high levels of system, service, and information quality dimensions are prerequisites for successful etailing and, inducing the customers to revisit their website. Furthermore, it is suggested that efficient and effective management information system designed can substantially contribute to more strengthening their e-tail online dimensions.
This study encompasses some limitations. First, the large share of the samples consists of students which may not be truly representative of the general population of the online shopping in China. Second, this study does not distinguish various product categories in testing the integrative model of e-loyalty. Third, our study omits the effect of specific brands on e-loyalty. Lie et al. (2000) found that brand can relieve perceived risks to a large extent and have a reassuring effect on customers. Finally, generalization results of our study are limited to the context of e-tailing in China, because all of the observations in our
